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EFFECT OF SENSE OF COMMUNITY AND BRAND 
IDENTIFICATION TOWARDS CONSUMER LOYALTY 
THROUGH BRAND LOVE MEDIATION ON TOYOTA BRAND 
 
Natanael Sutrisno Henki Thesman 
 
ABSTRACT 
 The evolution of the automotive industry today has changed. The 
car industry is becoming more competitive and dynamic with many 
competitors and product variants especially in Low-MPV segment. The 
situation has become a new lifestyle and provide a variety of product 
choices for consumers. Therefore, in addition to automotive companies 
continue to innovate rapidly, should also create a way to create customer 
loyalty so that customers do not easily switch to another brand products. 
 One of the leading automotive company in Indonesia is Toyota. 
The purpose of this research is to analyze the effect of Sense of Community 
and Brand Identification on customer loyalty through mediation Brand Love 
on Toyota Brand. 
 Techniques used in the sampling of this research is non probability 
sampling. Meanwhile, the analytical techniques used are using Structural 
Equation Modeling (SEM) with 8.70 lisrel program. Respondents were 
drawn from Toyota customers who participate in the community Toyota 
Avanza. 
 The results showed that there are significant between the Sense of 
Community and Brand Identification on Brand Love, and there is also the 
influence of the Sense of Community and Brand Identification on Brand 
Loyalty through Brand Love, and there is also the influence of the Brand 
Love to Brand Loyalty. 
 
Keywords : Sense of Community, Brand Identification, Brand Love, Brand 
Loyalty 
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PENGARUH SENSE OF COMMUNITY DAN BRAND 
IDENTIFICATION TERHADAP LOYALITAS KONSUMEN 
MELALUI MEDIASI BRAND LOVE PADA BRAND TOYOTA 
 
Natanael Sutrisno Henki Thesman 
 
ABSTRAK 
 Perkembangan industri otomotif saat ini telah berubah. Industri 
mobil menjadi lebih kompetitif dan dinamis dengan banyaknya pesaing dan 
varian produk terutama pada segmen Low-MPV. Situasi ini menjadi sebuah 
gaya hidup baru dan memberikan pilihan produk beragam bagi konsumen. 
Oleh karena itu perusahaan otomotif selain terus berinovasi secara cepat, 
juga harus menciptakan suatu cara agar menciptakan loyalitas pelanggan 
agar pelanggan tidak dengan mudah melakukan switching kepada produk 
merek lain. 
 Salah satunya perusahaan otomotif terkemuka di Indonesia adalah 
Toyota. Tujuan dalam penelitian ini adalah untuk menganalisis pengaruh 
Sense of Community dan Brand Identification terhadap loyalitas pelanggan 
melalui mediasi Brand Love pada Brand Toyota.  
 Teknik yang digunakan dalam pengambilan sampel penelitian ini 
adalah non probability sampling. Sedangkan, teknik analisis yang 
digunakan adalah menggunakan metode Structural Equation Modeling 
(SEM) dengan program Lisrel 8,70. Responden diambil dari konsumen 
Toyota yang ikut di dalam komunitas Toyota Avanza. 
 Hasil penelitian menunjukkan bahwa terdapat pengaruh antara 
Sense of Community dan Brand Identification terhadap Brand Love, serta 
terdapat pula pengaruh antara Sense of Community dan Brand Identification 
terhadap Brand Loyalty melalui Brand Love, dan terdapat pula pengaruh 
antara Brand Love terhadap Brand Loyalty. 
 
Kata Kunci : Sense of Community, Brand Identification, Brand Love, Brand 
Loyalty 
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